
The Ultimate Guide to Landing Page 
Optimization — Part 2

11 Little Tricks for Profitable 
Product Offer Pages



Traditional vs. Long-Form 
Hey, Ezra Firestone back with you, and in this training we're talking about how to optimize your 
product offer pages. Product offer pages are for sure the most important pages on your 
store. On this page, prospects need to say YES to consuming your sales message before they 
can make a purchase decision. The prospect is almost there. This page just needs to push 
them over the edge. In ecommerce the question usually becomes do you use traditional 
pages or long-form pages?


PRODUCT OFFER

PAGES



On the left is what a traditional page looks like, and the right is what a long-form page looks 
like. Now, when I first got started, every ecommerce page was a traditional page, and the 
reason was so people didn’t have to scroll. The idea was would you stick as much content 
above the fold as possible. You'll notice the tabbed information boxes, the carousel of 
images, the buy box to the right of the hero shot of the product. Get as much product above 
the fold as possible because users are not scrolling. 


You'll notice that the long-form page on the right came into play after mobile phones and 
tablets came out and became the way that people were consuming the digital medium, 
because more people were willing to scroll so you could have longer pages.


It Doesn’t Matter! 
The Elements Are The Same


Well, the truth of the matter is we split test this consistently to try to figure out which one is 
better. It turns out it doesn't actually matter, as long as the elements on the pages are the exact 
same. So what matters most about your product offer pages on your ecommerce store is 
actually the elements on the page itself, not the design. Now, I personally am a big fan of 
long-form left-right pages, and I design all my pages this way because I like that better and it 
ends up (barely) winning the conversion race about half the time. So it's just as good, if not 
better, than traditional pages. But here are the winning elements of product pages, and I'm 
actually going to bring you through each one of these, but first, let me list them:




You need multiple high-quality product images, so people can really get a sense of your 
products, because what they're buying actually is the images. They're not seeing the 
product before they buy it. You need well done product descriptions with headlines and 
bullets and a real sales proposition in there. A product sales video. Third-party pitch videos, 
and I'm going to talk to you about what those are. An "Add to Cart" button above the fold on 
mobile. Unique selling propositions in image format on the page. Image zoom, so people can 
really zoom in and check out those images, and traditional user reviews (79% of people who 
are shopping online say that ecommerce websites could use more reviews). 


If you can get user submitted content like imagery and Q&A, that's awesome as well. Social 
proof images, social proof videos. “You Might Also Like…” cross-sells and no left navigation. 
These are the main elements you want on your product offer page. Let's break them down one 
by one. Let's really investigate them and go into them.


Let's break these down one by one…




The first thing that we have is the hero shot and sales video above the fold on desktop along 
with the call to action button. So take a look at this on desktop. What you're going to notice is 
that you can consume everything in every available media format. There's an image, there's a 
little bit of text, there's a sales video, and there's the cart button. And if you look over on 
mobile, you'll notice that the hero shot and the "Add to Cart" button are also above the fold on 
mobile. Make sure that you have all the media formats above the fold. 




Here's an example of a traditional 
ecommerce page where you can see that 
there's a product sales video above the fold. 


It has multiple social proof videos, it's got the 
buy box, it's got the call to action. But it 
doesn't have much content, and no written 
content above the fold on this version, 
because there’s nowhere to fit it. That’s one 
of the reasons why I like the long form, left/
right version a little bit better.


Third Party Pitch Videos: 

What exactly is a third party pitch video? Well, essentially, they are arbitrary third parties 
pitching your product. Because, listen, of course you think you're awesome and you 
definitely want to have a product sales video that demonstrates the benefits of the product, 
talks about why it's awesome to own the product, shows the product in use, etc. But if you can 
get someone else to pitch your product in a professionally done video — this could be an 
influencer on YouTube, this could be someone that you pay — but some professional video 
that's produced by a third party that's endorsing your product. 


We stick those under the main product sales videos on our product offer pages, and it works 
so well. We often see between an 8% and 13% increase in overall conversion rate on 
desktop in particular, by adding these third party pitch videos.  



Multiple High-
Quality Images  
+ Image Zoom 
The next thing that you want to have is 
multiple high-quality images and the ability 
to zoom in on those images, because users 
are really buying the images. Again, 69% of 
ecommerce shoppers say websites could 
use more images.  

If you don't have at least nine images on 
your product offer pages, you don't have enough images. You can put them in a carousel or in 
long-form left-right content throughout the page, but you want to have tons of product imagery 
and product demo imagery on your product offer page.


Unique Selling Propositions

The next thing that you want to have is unique selling proposition 
images under the "Add to Cart" button. A unique selling proposition is 
what you do well. Maybe your unique selling proposition is that you offer 
the best price, or that you have fast shipping and hassle-free returns, 
or that you have a satisfaction guarantee. 


You want to communicate that not only in the text on the page, not 
only in the video on the page, but also in image format on the actual product offer page 
right under that call to action button. We've seen as much as a 10% lift in the number of 
people clicking the "Add to Cart" button by adding these images. It's really important, you 
definitely want to stick this on your pages. 


Long-Form 

Left/Right Content 
If you're doing a traditional page, then you'll have all of this same 
sales proposition content, your product description content, 
your features and benefits content hidden behind tabs. For 
long-form left-right pages you’ll want headlines, bullets, video, 
and then more images, headlines, and some bullets below. 


We also add another call to action button at the very bottom 
and we've seen an increase in the number of people clicking 
because they don't have to scroll back up to find it.  





The next thing that you want on your product offer pages are customer video reviews plus 
“you might also like” cross-sells. Again, these are mostly for the desktop version of the 
page. We've been disabling these on mobile because they add a lot of load time from videos. 
But, boy, on desktop, when people have a lot more of a screen to look at, these things really 
help from a conversion perspective. 


How to Get Customer Video Reviews…

The way that we get these is, when someone buys from us, we send them an email after 14 
days that says we'll give them a $10 gift card to our store if they shoot a face-to-camera 
video on their iPhone talking about why they love our product. So we incentivize people to 
send us these videos. They are the same thing as third-party pitch videos, the only difference is 
they're not professionally produced. And they work really, really well. 


We also use these in emails. We use them as Facebook ads. We use these conversion 
assets everywhere. Remember how we talked about your website and your pages are just a 
collection of assets that are sort of working together to generate a sale? Well, this is one of our 
favorite assets. 


“You Might Also Like…” Cross-sells

“You might also like” cross-sells gives people an opportunity to see other products that are 
similar to the product that they're looking at in case they scroll all the way to the bottom of the 
page and they're not interested in that particular product anymore. We get quite a lot of 
engagement with this part of our page. We definitely do not get rid of this on mobile. It's a 
very important part of both mobile and desktop pages. If you have more than one product on 
your store, you absolutely have to have this on there. 



Traditional reviews, Q&A, and user-submitted content. So top left is a 
traditional review, below that is a Q&A, and on the right is a review 
tool called Yotpo we use on our Shopify store. There are a ton of 
tools like this one out there, but basically, it's just a traditional text 
review where a user can have the opportunity to review your 
product out of 5 stars. 


Amazon has made this famous. People shop at Amazon because of 
all the reviews that are on Amazon, so we try to go ahead and get as 
many of these as possible. And we notice that every time we look at 
the heat maps on our product offer pages, these sections are 
getting engaged with considerably. People are reading these. 
They're reading the one-star, the two-star, the three-star, the four-star, 
the five-star. And since you have the opportunity to curate these, 
depending on what widget you're using, you want to make sure that 
you have more four- and five-star than you do three-, two-, and one-
star, but you do want to include negative reviews as well so that 
you've got some realistic reviews on there. It actually increases your 
conversion rate to have some negative reviews.


Your page might look like this:  
A hero shot of the product, call to action button, little bit of text, sales 
video, third party pitch video, long-form left-right content, customer 
video reviews, and incentivized video reviews.




Now, one quick thing on our product offer page that we've really been exploring over the last 
six to eight months is what we call the pre-purchase order bump. And man, this strategy of 
leveraging pre-purchase order bumps has, in some cases, on some products, increased 
our average order value by as much as 25%. And if we just look at it across the board on our 
website and we're running these sale campaigns, it's about a 15% average order value 
increase. Meaning, if we were normally making $100 per order, we're now making $115 per 
order. So this is a really effective strategy. Let me tell you what it is and how you can leverage 
it on your product offer pages… 

So here you see step one in our Valentine's Day sale for Bee Friendly and BOOM!. Notice 
that this is a single-item offer page. So it's a sale campaign where we're offering a discount on 
one single item. You'll notice only some of the conversion rate best practices, since it's a 
limited sale — we have a countdown timer, we've got multiple hero shots of the product, we 
have some sales copy, we've got a call to action box with unique selling propositions in 
image format under the "Add to Cart" button. 


PRE-PURCHASE ORDER 
BUMPS!



Instead of the Shopping Cart We Have… 
But when you select "Add to Cart," normally, you would go to the shopping cart to checkout. 
Well, in this case, we actually take you to a whole second page. It's called a pre-purchase 
order bump page: 


There is a progress bar at the top so they see that you're on the "Customize your order" step, 
and you have the opportunity to add a second item to your cart and save. So we're telling 
them, "Thanks for adding that product to the cart. Here's an opportunity to save even more: 
add this product to the cart as you go.” Notice on the heat maps here, that these offer pages 
are working very, very well:




You can also use pre-purchase order bumps in the form of a pricing tier. For example, this is a 
long-form product offer page that we leverage that has a pre-purchase order bump right on the 
product offer page. Buy one for $35. But two and save an extra $5. Buy three, and save 40%. 
So we're incentivizing people to order a bigger amount by giving them a higher discount the 
more they order.


Can you spot the order bump? 

This was my first ever ecommerce website that I sold back in 2012 for about a quarter million 
bucks, and we had a pre-purchase order bump built right into the product offer page. In this 
case, we're saying, “Select a wig cap for a better fit." We show an example image of the pre-
purchase order bump. You can click the drop-down, add that on to your order for $4. These 
things cost us like 50 cents, and we made so much extra money.


You can build a pre-purchase order bump right into your product offer page by having a 
higher price variance, by having a check box for an additional item, by having a second 
page that you take people to. When we're running a sale on a product, what we're working 
on now is taking every one of our product offer pages and building a pre-purchase order bump 
through a variant selection right on the product offer pages.




Let’s take a look at the shopping cart, because once someone's on your product offer page —
and they click the call to action button to add a product to the shopping cart — you want that 
shopping cart to be very optimized. This way people actually say YES to purchasing your 
product. 


Shopping Cart Best Practices: 
Now, there's a couple of things we do to optimize our shopping cart. #1 - we like to have 
congruency so that it looks the same and feels the same as the page they were just on. 


Oftentimes, we will include a progress bar that says step one, step two, step three, etc. If you 
are shipping to a bunch of different places and you have the technology to include a shipping 
calculator, sometimes this can give you an increase in conversion rate because people can 
check how much shipping is right there on the cart. 


LET’S TALK
SHOPPING CART!



We actually eliminated this step because it was hurting our conversion rate on the BOOM site, 
but it was helping it on the Bee Friendly site. So this is definitely something worth testing. 


"Continue to Checkout" button at the top and the bottom, and obviously, an image, a price, 
telling them what is in their shopping cart with a visual of what's actually in their shopping cart. 
Let me show you our winning shopping cart layout right now:


Our Winning Shopping Cart Layout


This is our winning shopping cart layout: on the left, we have a customer testimonial. This 
was big for us. We used to have a menu that people could navigate to right here on the left. 
But now, we've got a big smiling face and a testimonial, along with a security symbol. 


So if you're going to have a left menu in your shopping cart, have it be a customer testimonial 
and a security image. (Notice that the only place to navigate is to continue shopping.) We 
have our progress bar. We have our "Checkout Now" buttons at the top and bottom. We are 
showing the product that's in the cart along with its price. Plus, we have the ability for them to 
do a pre-purchase order bump with a checkbox where they can check “Add gift wrapping to 
their order for $5.” That’s a pre-purchase order bump that's actually inside the shopping cart. 
So leveraging that principle from the product offer page also works on the shopping cart.


Look at those “Checkout Now" and "Proceed to Checkout” buttons. What do you notice 
about those? 




Well, they are using the isolation effect. They're a green color. They're the only place on this 
shopping cart page besides the actual call to action at the top and the security symbol where 
it's green. It really catches your eye, makes you want to click that button. And using the 
isolation effect on our shopping cart has increased the number of people that move from the 
shopping cart to the checkout. 


That's it for product offer pages and shopping cart pages. In the next video, we're going to 
dive into what I think are the third most important pages on your ecommerce website: 


•Your special promotion pages 

•Your holiday sales

•Your new item offer pages

•Your discount promos 


These are all the pages where you're sending traffic from Facebook, Instagram, joint venture 
traffic, influencer traffic, whatever it is, you send visibility to pages designed for special one-off 
promotions. 


This is where a lot of ecommerce revenue comes from: It comes from running a sales 
campaign every month or every six weeks, plus your holiday sales campaigns. 
Sometimes, up to 50% of store revenue can come from these pages when you're a big 
store. When you're a smaller store, it's usually 15% to 30%, but that’s still a huge number for 
your store. 


That’s why I really want to talk about how to best conversion-optimize your special promotion 
pages, and we will do that in the next video. Ezra Firestone here from Zipify Apps. Thank you 
so much for watching this video. I hope that you've gotten some valuable tips and tactics 
that you can use to increase the conversion rate on your product offer pages and your 
shopping cart. You will receive a link for Video 3 soon.


Remember the Isolation Effect?

Up to 50% of Revenue will come from 
PROMO PAGES

Watch the Full Video 2 Training

http://zipify.com/zp-video-2-product-offer-pages
http://zipify.com/zp-video-2-product-offer-pages


See You In the Next Video for:

SPECIAL PROMO 
PAGES!


